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Tourist promotion 
and advertising 2.0
The introduction of Philosophy 2.0 in advertising is still in its
initial stage of development, although it will become more
important in the coming years, especially thanks to the deep and
rapid change affecting both media offer and tourist demand.
Conventional advertising, developed as a one-way concept, will yield
to two-way advertising in which the consumer will become an active
receptor and be able to select the information they consider
interesting, thus avoiding the intrusion of undesired messages.
Turisme de Catalunya (the Catalonia Tourism Board) carried out an
advertisement campaign recently that introduced Philosophy 2.0,
which shall allow to have very useful information to redefine the
communication and marketing policy of the organisation as well as
to obtain direct information on current and prospective customers.
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Advertising as a
tool to promote
tourist
destinations
Organisations promoting
tourist destinations set their
targets and promotion strate-
gies with different actions
that can be divided into four
main groups: conventional
promotion (trade fairs, or-
ganisation of events support-
ing commercialisation, famil-
iarisation trips, etc.);
advertising; support to differ-
ent cultural, sports and social
initiatives in each geographic
area; and so-called non-con-
ventional marketing actions.
Despite a division as pro-
posed above, always difficult
to define, it seems clear that
advertising is one of the main
actions in terms of budget
and priority of promotional
strategies.
Tourist regions often do
pre-season advertising
campaigns to try to
create customer loyalty
and raise the interest of
prospective customers.
Advertising actions are based
on using the different mass
communication channels,
mainly press, radio and TV.
The use of each support is
mostly determined by the
budget and the communica-
tion target. Any international
tourist destination and a part
of those geared to the do-
mestic market use conven-
tional advertising actions as a
common system, taking a big
portion of their total budget.
Particularly tourist destina-
tions, with the biggest share
of their business based on an
eminently seasonal mass
product, use this resource on
a regular basis.1 Hence it is
frequent that several tourist
regions in Spain, the world
leader in sun-and-beach
tourism, do pre-season ad-
vertising campaigns to raise
the attention and interest of
the final audience, thus try-
ing to keep loyal customers
and raise the interest of
prospective ones.
Change in overall
offer, advertising
supports and
demand
These advertising campaigns,
mainly based on TV commer-
cials in nation-wide public
and private channels, are
hence often used by Spanish
tourist destinations.2 Howev-
er, there are several factors
that have challenged tradi-
tional approaches on using
conventional advertising as
done so far, or requiring
adaptation to deep and rapid
change occurring in both de-
mand and offer of tourism.
In fact, the increased use of
advertising in the last decade
by tourist destinations has
been possible thanks to the
growing importance of the
branch in most Spanish re-
gions and hence increasing
public funding of tourist pro-
motion. This growth of ad-
vertisers has introduced a
new issue in assessing com-
pliance with communication
goals – a reduction of notori-
ety. In effect, as the number
of advertisers grows, the
ability to stand out, become
notorious and feature above
the competition fades. Be-
sides, this reduced notoriety
is over-proportional with
destinations investing less in
advertising.
As the number of
advertisers grows, the
ability to stand out
fades.
A second item to take into
consideration are actual and
possible changes in media,
especially TV – development
of digital TV, enlargement of
the TV offer with the recent
introduction and growth of
different public and private
proposals, all of which in a
context of impending analo-
gous switch-off that shall
bring about a new scenario in
TV advertising.
The items mentioned so
far provide a significant shift
on the audiovisual stage,
with a big impact on the use
of advertising as a promo-
tional strategy, producing
a multiplication of the offer
and a larger choice, fragmen-
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tation of the audience, spe-
cialisation of TV stations, dif-
ficulty in reaching a high
coverage even in domestic
markets, etc.
A third item to consider in
the light of a shift in commu-
nication is the exhaustion of
a given advertising model
based on a classical pattern
based on TV presence, with
the repetition of very similar,
often undifferentiated pic-
tures (heritage and scenery
icons) season after season;
the presentation of an offer
based on its beauty, yet asso-
ciated to an apparent difficul-
ty in conveying experiences
and feelings; an often
generalist lure, sometimes
exclusive to the territory but
difficult to place in a wider
and richer cultural context;
creative problems associated
to the availability of scarce
resources for creativity
to the benefit of buying
media; often conservative
briefings, etc.
Finally, the rapid and deep
change in the use and behav-
iour of the population in
leisure time is worth men-
tioning, especially related to
TV consumption as com-
pared to other media, specifi-
cally technologies associated
to the internet. This point,
which would certainly require
a much deeper analysis due
to its strategic importance re-
garding not only communi-
cation or advertising but also
its impact on the rest of com-
ponents of the marketing mix
(product, commercialisation,
distribution), is especially
relevant in tourism. The fo-
cus on the approach to such
change has two main com-
ponents: a basically techno-
logical one allowing innova-
tion and a commercialisation
channel typical of this activi-
ty, in which advertising is
becoming increasingly
 important.
These four items are probably
the most prominent regard-
ing novelty on the advertis-
ing market, but they are not
the only ones related to pro-
motional challenges and
communication of tourist
destinations. There is also the
need to adapt advertising to
segmentation in tourist pro-
motion, the difficulty in
measuring results in the
short and medium term, al-
ternative instruments and ac-
tions with proven efficiency,
etc.
A new advertising
proposal of
Turisme de
Catalunya
Given the need to adapt,
analyse and assess the afore-
mentioned changes with a
different view, Turisme de
Catalunya has modified sig-
nificantly its advertising
strategy in TV campaigns in
recent years, the most re-
markable measures being
messages sent out through
all media, segmentation ac-
cording to products and
 enlargement to different tar-
get groups based on the
market of origin, particularly
the Catalan.
Turisme de Catalunya
has developed a new
advertising strategy
according to Philosophy
2.0, which intends to
minimise risks and
optimise communicative
notoriety.
This innovation process, a
necessary reaction to an in-
creasingly competitive mar-
ket, has made a step forward
in the summer 2008 cam-
paign addressed at the Span-
ish market.3 While maintain-
ing its communication
targets, Turisme de Catalunya
has developed a new adver-
tising strategy according to
Philosophy 2.0,4 which in-
tends to minimise risks and
optimise communicative no-
toriety. The strategy used is
based on the creation of a
basic communication driver
in the shape of a micro-web-
site (www.catalunyaesalgo-
mas.com) where all messages
converge with the instru-
mental goal of generating
traffic to this micro-site.
The use of the micro-website
has thus been the central ob-
ject of communication de-
ployed in a media proposal
with a 360º view, encompass-
ing TV (conventional adver-
tising and special actions),
press (conventional and
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 editorial), online supports or
platforms, e-mailing and ac-
tions abroad. Besides, original
proposals have been used for
each medium according to
existing market studies. Thus,
in TV the preferred option
were long, 60-second formats
with creativity adapted to
each programme, broadcast
in prime time where the con-
ductor explained in a didactic
and dynamic way the micro-
website and its features. The
TV support is probably where
the innovative character of
the campaign becomes most
apparent, basically because
although the verbal message
of the moderator pointed to-
wards a website, their intro-
duction was based on an un-
conventional and much more
attractive explanation about
the destination. 
All in all, this strategy has a
clearly multiplying compo-
nent including live broadcast,
explicitness and generation of
a potential visit to the micro-
website. Among the pro-
grammes used for this chan-
nel were some with a high
audience share such as El
hormiguero (Cuatro TV), Está
pasando (Tele5) and especially
Moto GP (TVE), which in-
cluded broadcasting of the
motorcycle Grand Prix of
Catalonia.
The press has been another
support used. In this case,
 conventional advertising pre-
dominated over web traffic
 generation. To this end, free
newspapers and specialised
magazines have also been used.
Also relevant were online
support tools, particularly
Messenger, a personal com-
munication system allowing
to have a very segmented
and direct access to people
who are very familiarised
with the internet environ-
ment. In this respect, adver-
tisements in some of the
main travel and leisure por-
tals are also noteworthy.
The strategy used is
based on the creation of
a basic communication
driver in the shape of a
micro-website, which
has been the central
object of communication
deployed in a media
proposal with a 360º
view.
As to the technological plat-
form itself – the micro-website
– the information was divided
into three main groups: «Sun
and beach», «Nature and active
tourism» and «City and cul-
ture». The home page invited
to browse through the different
proposals, thus providing an
information search tool adapt-
ed to individual preferences. It
equally allowed to share holi-
day pictures and gave different
prizes for visiting Catalonia.
It is thus the first experience
of Turisme de Catalunya in
introducing the web 2.0 phi-
losophy into advertising. The
assessment of the compliance
with campaign targets will
require a detailed analysis of
the impact by channel and
the notoriety in relation to
investment. Nevertheless, we
believe that the very intro-
duction of a strategy and in-
novative instruments to use
media is a step forward in
managing efficiently one of
the most common tools for
tourist destinations as is ad-
vertising. There are other ex-
amples of relating advertising
proposals with Philosophy
2.0, some on the agrofood
market and the tourism serv-
ices business, but this line
has not been developed yet
by tourist destinations, at
least in Spain.
Philosophy 2.0 
will bring about an
important change 
in the communication
strategy of tourism
companies and
organisations.
Anyway, Philosophy 2.0 will
bring about an important
change in the communica-
tion strategy of tourism com-
panies and organisations, not
only related to advertising
but also to the whole of com-
mercial and even corporate
communication. Availability
of information on the use of
this strategy, experimentation
with channels and instru-
ments and assessment of the
solidity of direct marketing
associated to campaigns are
tools that will allow to adapt
and improve efficiency in al-
locating public and private
resources.
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Notes
1. According to data by InfoAdex (www.infoadex.es), investment in advertising in Spain was close to 7.15 billion euros in 2006 (a 32%
increase compared to 2002), while the increase of investment in advertising by the tourism industry was 88.6% in the same period.
2. According to InfoAdex data, there were six regions investing more than a million euros in 2002, while in 2006 the number increased
to thirteen.
3. The Directorate General of Corporate Dissemination of the Catalan Department of Presidency participated actively in the adverti-
sing campaign this year. The Costa Brava Girona Tourism Board also took part as an advertiser, which allowed to convey explicitly the
Costa Brava Girona brand, together with the overall Catalonia brand. Also the Lleida Country Board participated in the graphic cam-
paign.
4. O’REILLY, Tim. «What is Web 2.0: design patterns and business models for the next generation of software». 
In: http://www.oreillynet.com/go/web2.
5. PÉREZ CRESPO, Salvador. «Cómo será la web 3.0». In: FUNDACIÓN TELEFÓNICA. Boletín de la Sociedad de la Información: Tecnología
e Innovación. http://sociedaddelainformacion.telefonica.es/jsp/articulos/detalle.jsp?elem=4215
This first experience for Tur-
isme de Catalunya is cer-
tainly a first move towards a
strategy that will experience
a great development within
the organisation in the near
future, thus allowing to
have highly valuable infor-
mation on return on invest-
ment.
It will also be a gateway for
the future development of
more advanced patterns re-
garding web presence, espe-
cially given technological
challenges, the business par-
adigm and the mindset that
will come about with the im-
pending development of
web 3.0.5
